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Pesatnya pertumbuhan industri ritel kecantikan dan kesehatan diiringi 
dengan minat konsumen yang meningkat unntuk berbelanja produk kecantikan di 
gerai fisik tidak menutup kemungkinan adanya tantangan bagi para ritel untuk 
bertumbuh di era digital saat ini. Dengan besarnya minat konsumen untuk 
berbelanja produk kecantikan di gerai fisik dalam era digital ini tetap saja adanya 
kendala yang dialami oleh DAN+DAN. Berbagai macam promosi telah dilakukan 
dan dijalani berbagai macam promosi diskon harga, adanya kendala yaitu minat beli 
konsumen (purchase intentions) yang kurang dalam beberapa program diskon 
harga. Untuk mempengaruhi minat beli konsumen, tidak berhenti hanya di diskon 
harga (price discount) saja namun dipengaruhi juga oleh persepsi konsumen 
terhadap diskon harga tersebut (price discount affect), penghematan yang dirasakan 
konsumen (perceived savings), kualitas produk yang dirasakan konsumen 
(perceived quality) hingga nilai yang dirasakan oleh konsumen tersebut (perceived 
value). DAN+DAN merupakan gerai ritel yang bergerak di industri kecantikan dan 
kesehatan yang menyediakan produk kecantikan dan kesehatan (drugstore) 
menengah kebawah yang memiliki target market anak muda. Oleh karena itu 
penulis ingin mengetahui apakah price discount dapat mempengaruhi konsumen 
terhadap purchase intentions dengan dilihatnya perceived savings, perceived 
quality, perceived value yang di mediasi oleh price discount affect. 
Pada penelitian ini menggunakan metode deskriptif kuantitatif dengan 
mengumpulkan 135 responden lolos screening yang kemudian diolahnya data 
menggunakan software SmartPLS versi 3.2.8. Temuan dari penelitian ini adalah 
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price discount memiliki pengaruh positif terhadap perceived savings dan price 
discount affect namun memiliki pengaruh negatif terhadap perceived quality. Price 
discount affect memiliki pengaruh positif terhadap perceived savings, perceived 
quality dan perceived value. Perceived savings dan perceived quality memiliki 
pengaruh positif terhadap perceived value serta perceived value memiliki pengaruh 
positif terhadap purchase intentions dari DAN+DAN. 
Kata Kunci: price discount, price discount affect, perceived savings, perceived 







The rapid growth of the beauty and health retail industry is accompanied 
by increased consumer interest to buy beauty products in offline stores not 
including spending for retailers to grow in the current digital era. With the great 
interest of consumers to shop for beauty products in offline stores in the digital era, 
there are still obstacles experienced by DAN+DAN. Various kinds of promotions 
have been undertaken, there are constraints, namely lack of consumer buying 
interest in some price discount programs. To influence consumer purchase 
intentions, it does not stop at price discounts but also influenced by consumer’s 
perception of the price discounts (price discount affect), perceived savings, 
perceived quality to the value perceived by these consumers (perceived value). 
DAN+DAN is a retail store engaged in the beauty and health industry that provides 
middle and lower beauty and health products (drugstore) which have a target 
market for young people. Therefore, the writer wants to know whether price 
discount can influence consumers against purchase intentions by seeing perceived 
savings, perceived quality, perceived value and price discount affect as the 
mediator. 
In this study using quantitative descriptive methods by collecting 135 
respondents who passed the screening and then processed the data using SmartPLS 
version 3.2.8 as the software. The findings of this study are price discount has a 
positive effect on perceived savings and price discount affect but has a negative 
effect on perceived quality. Price discount affect has a positive effect on perceived 
savings, perceived quality and perceived value. Perceived savings and perceived 
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quality have a positive effect on perceived value and perceived value has a positive 
effect on purchase intentions of  DAN+DAN. 
Kerywords: price discount, price discount affect, perceived savings, perceived 
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